Introduction
Significant price volatility and economic losses in the livestock industry combined with increased consumer demand for differentiated meat products have led producers to consider alternative management strategies (see figure 1 ). These strategies include shifting from traditional cow-calf opera-tions to production and direct sales of differentiated, highvalue finished meat products and the incorporation of additional species into current livestock operations. The feasibility of such strategies has been enhanced by increased consumer interest and willingness to pay (WTP) premiums for meat products labeled with credence 1 attribute information, such as origin and special production techniques. The prevalence of branding and labeling programs based on the geographic area of production (such as region, state, or country), and on production techniques (such as organic, natural, and grass-fed) has simplified access to markets and adoption of alternative management strategies among livestock producers.
Although differentiated products may capture premiums, they also present additional production costs, as well as slaughter, processing, and marketing issues for livestock producers (Acevedo, Lawrence, & Smith, 2006) . Origin labels ease consumer concerns regarding food safety and the environmental impacts of food production and transportation, and also appeal to the increasing consumer demand for locally produced foods (Burnett, Kuethe, & Price, 2011; Curtis & Cowee, 2011; Curtis, Cowee, Velcherean & Gatzke, 2010) . Additionally, forage-based livestock feeding programs have been shown to have many health benefits for consumers (Duckett, Wagner, Yates, Dolezal, & May, 1993) as well as environmental and resource sustainability benefits to society. For example, Pimentel, Oltenacu, Nesheim, Krummel, Allen, and Chick (1980) found that grass feeding reduces livestock production energy needs by 60 percent and land resources by 8 percent. Hence the combination of local origin and natural grass-fed production methods may provide price premiums sufficient to cover the additional production and marketing costs observed by livestock producers.
The purpose of this study is to evaluate market and pricing potential for multiple state origin-labeled differentiated meat products through a mail survey of Nevada residents. We seek to determine the effect of consumer sociodemographics, meat purchasing habits, meat attributes, and cheap talk and auction scripts 2 on consumer willingness to purchase local differentiated meat products and their willingness to pay (WTP) premiums for such products. The data were collected through a mail survey of 542 households across the state of Nevada. Logit models were used to examine consumer willingness to purchase and pay for NevadaGrown grass-fed beef and lamb, and natural pork products. While the results are specific to the western United States, the conclusions are likely of interest to livestock producers and meat marketers 2 Cheap talk and auction scripts are used to correct for consumer bias in stated preference surveys. Survey respondents are provided information on the meaning and underpinnings of hypothetical bias and asked to consider their true willingness to pay and budget in their decision. The auction script describes how the auction process encourages consumers to bid their true willingness to pay. generally, especially those looking to understand the market potential for less commonly consumed, differentiated local pork and lamb products.
Previous Literature
A significant amount of interest in food products labeled for geographic location of production has emerged in the literature. Differentiating food products by geographic area of production is especially important in Europe, where the European Union (EU) has granted legal protection to these products through the EU Protected Geographical Indication (PGI). Research shows that PGIs are recognized by consumers and are capable of adding value to food products (McCluskey & Loureiro, 2003; Resano, Sanjuan, & Albisu, 2009 ). The reputation and promotion of PGIs are built principally on consumers' perceived quality of these products.
In the United Sates we see a proliferation in geographic labeling programs in the form of statesponsored designations, or SSDs. SSDs have been common since the 1980s, but the "buy-local" movement has increased interest in the use of SSDs to address consumer interested in purchasing "local" food items. As a consequence, state-based promotional programs have seen a rapid proliferation since 2001 (Onken & Bernard, 2010) . The effectiveness of state labeling programs in increasing consumer WTP for food products is noted in several studies. Examples include a study by Nganje, Hughner, and Lee (2011) , who examined Arizona Grown carrots and spinach, and a study by Bailey, Bosworth, and Curtis (2012) examining Utah's Own labeled ice cream products.
In recent years, numerous studies have sought to determine consumer WTP for beef products with origin and production protocol labels, such as steak and ground beef. Examples examining the impact of geographic regions of production and/or origin include a study by Umberger, Fuez, Calkins, and Sitz (2003) which estimated consumer WTP by country of origin labeling (COOL) for steak and hamburger, as well as for steak with a guarantee of U.S. production, and steak with both the U.S. guarantee and a regional label. Consumers were willing to pay premiums of 11 to 24 percent depending on the cut of meat and label, and respondents who were presented with the regional label were 15 percent more likely to pay a premium for the guaranteed U.S. product. Louriero and found that respondents were willing to pay premiums of 38 percent and 58 percent for steak and hamburger with a "Certified U.S." label. Loureiro and Umberger (2005) estimated consumer premiums of 2.9 percent, 2.5 percent, and 2.5 percent for U.S.-certified ribeye steak, chicken breasts, and pork chops, respectively. Umberger, Feuz, Calkins, and Killinger-Mann (2002) used an experimental auction to assess consumer WTP for domestic corn-fed beef and Argentine grass-fed beef based on product flavor characteristics. While 23 percent of respondents were willing to pay a premium for the grass-fed beef, 62 percent were willing to pay a premium for the corn-fed beef (the remaining 15 percent were indifferent between the two). The authors contend that there are two specific consumer groups, one preferring grain-fed and the other grass-fed, and that each is willing to pay a significant premium for their preference. Feuz, Umberger, Calkins, and Sitz (2004) came to a similar conclusion in their estimation of consumer WTP for quality attributes of beef steak, including flavor and country of origin. They found that respondents were able to taste a difference in flavor between domestic corn-fed beef, Australian grass-fed, and Canadian barley-fed beef even in a blind taste test. Mennecke, Townsend, Hayes, and Lonergan (2007) used conjoint analysis to determine the features of an "ideal" steak. They found that region of origin was the dominant characteristic in the steak-purchasing decision, while feed type was less important. In general, respondents preferred the grain-fed over the grass-fed steak. Abidoye, Bulut, Lawrence, Mennecke, and Townsend (2011) found that the characteristics of traceability, grass-fed, and U.S. origin were highly valued by U.S. consumers, who were willing to pay an average price premium of about 34 percent for grass-fed assurance in beef steak. Evans, D'Souza, Collins, Brown, and Sperow (2011) found that through the use of experimental auction techniques, consumers in Pennsylvania and West Virginia were more likely to prefer grass-fed Appalachian beef over grain-fed samples due largely to nutritional content and other observed product attributes.
Additional literature examines consumer preferences and willingness to pay premiums for grass-fed beef products as a result of consumer health perceptions. A study by Lusk and Parker (2009) found that consumers preferred grass-fed beef over supplementing a primarily grain diet to improve Omega 6:3 ratios, and a study by Umberger, Boxall, and Lacy (2009) showed that health-related messages and nutritional-content labeling were important drivers of U.S. consumer WTP for grass-finished beef. Xue, Mainville, You, and Nayga (2010) and Chang, Xu, Warmann, Lone, Munzimi, and Opoku (2013) found that in addition to consumer beef consumption rates, experience with food-related diseases and nutrient and health knowledge significantly impact consumer WTP for local and grass-fed beef.
Lusk, Fields, and Prevatt (2008) estimated consumer WTP for beef products (ribeye steak and ground beef) that varied by feed type, antibiotic use, traceability, package size, and price; they found that although consumers preferred pasture-fed beef to a product with no feed information and traceability, consumers were more concerned with antibiotic use than either feed type or traceability. McCluskey, Wahl, Li, and Wandschneider (2005) estimated consumer WTP for grass-fed beef from a health benefits standpoint. Results of a choicebased conjoint analysis showed that consumers were willing to pay a premium of US$5.65 per pound for a low-fat, low-calorie beef steak (the grass-fed steak) relative to a high-fat, high-calorie steak (the conventional steak), and that a steak containing high levels of omega-3s could earn a premium of US$3.42 per pound over a standard steak. However, the authors state that these premiums may be high as nearly half the respondents were surveyed in a natural foods store. This is confirmed by Conner and Oppenheim (2008) , who found that consumer WTP for pasture-raised beef and milk was higher among natural food store customers than traditional grocery store customers.
Few studies examine consumer preferences for alternative production protocols for non-beef products such as lamb, pork, or poultry. One example includes a study by Grannis and Thilmany (2000) based on a 1998 mail survey of U.S. residents concerning consumer WTP for natural meats, including natural pork products. Results show that 29.7 percent were willing to pay a 10 percent price premium for natural pork chops and 6.25 percent were willing to pay a 20 percent price premium. At a 10 percent premium, 40 percent were willing to buy natural ham, and at a 20 percent price premium, 14.2 percent were willing to buy natural ham.
This study builds on past findings by incorporating a production protocol with a state designated origin label (NevadaGrown) in a nonseparable manner in order to examine consumer WTP for multiple differentiated meat products (by type and cut), including beef, lamb, and pork. Additionally, consumer demographics, preferences for meat attributes, and meat purchase outlet are examined for their potential impact on consumer WTP and purchase local differentiated meat products.
Data and Methods
The data were collected though a mail survey (2007) (2008) sent to a random sampling of 5,200 households across Nevada, with 542 surveys returned and considered viable for a response rate of 10.4 percent. A modified Dillman (2000) approach was used to conduct the survey, in that the initial survey mailing was followed by reminder postcards mailed in the second and fourth weeks afterward. A cover letter accompanying the survey discussed the research objectives as well as the potential benefits to consumers and livestock producers. The survey sample demographics were representative of the state of Nevada (U.S. Census Bureau, n.d.), with median annual income of US$45,000 to US$60,000, median age of 46 to 55 years, 56 percent female, and a median education attainment level of "some college." Approximately one-third had children in the household (31 percent), 63 percent were married, and 81 percent identified themselves as White (higher than the Nevada population at 66 percent). The respondents were largely from southern Nevada (58 percent). A large portion of the households were small, with 63 percent reporting 1-2 members and 27 percent reporting 3-4 members. About two-thirds of the sample was employed full-time (59 percent), while 25 percent were retired.
The respondents were asked to rate 18 separate meat attributes in terms of importance in their meat purchasing decisions on a rating scale of one to five, where one indicated the attribute was not important and five indicated the attribute was extremely important. Meat freshness, taste/flavor, safety, and tenderness were assigned the highest average ratings over the sample (see table 1 ). Animal feed type (such as grain or grass-fed) and product origin were ranked in the bottom third, with brand name ranked as the least important attribute. To assess the effect of meat purchasing outlets on preferences and WTP, respondents were asked where primarily they purchase their meats. Traditional grocery stores were most often reported, followed by warehouse stores (such as Costco), specialty meat stores, natural food stores, making purchases directly from a farm, and making purchases over the Internet.
One potential issue in stated preference studies is that respondents often overestimate their WTP or purchase goods and services, viewing the survey questions as hypothetical, which results in survey bias. In an effort to control hypothetical bias, four survey treatments were used, including one using a "cheap talk" script, which advises respondents of the potential for hypothetical bias and asks that they consider their true preferences and budgetary constraints. A basic cheap talk script has been shown to greatly reduce differences between hypothetical and non-hypothetical WTP estimates (Silva, Nayga, Campbell & Park, 2011) . The second treatment included an auction script that explained how auctions work and how they encourage participants to bid their true WTP. The third treatment incorporated both the cheap talk and auction scripts, and the final treatment, a control treatment, provided no script or additional information.
To minimize reference point effects, a doublebounded contingent valuation and payment card hybrid design was used, similar to that of Hu (2006) and Hu, Zhong, and Ding (2006) . Each respondent was asked to complete two payment cards, such as one card for the New York steak (often called strip steak) cut and a second card for the leg of lamb cut. Each payment card gave the respondent the opportunity to choose between the conventionally produced cut (Product A) and the NevadaGrown grass-fed/natural cut (Product B). If the respondent chose Product B (NevadaGrown grass-fed/natural), he or she was presented with four new prices increasing in US$0.25 increments from the original price offered and given the option to write in the highest price they would be willing to pay. If the respondents initially choose Product A (conventionally produced), they were asked to choose the highest price they would be willing to pay for Product B from a list of four prices in amounts decreasing from the original price offered in US$0.25 increments, with the option to write in the highest price they would be willing to pay. The Product A prices represented the current local price for the meat type and cut under consideration. The Product B prices were drawn from a series of prices that were considered to be much lower, slightly lower, slightly higher, or much higher than the local average at the time of the study. Eight different combinations of prices were used. In total, there were 128 versions of the survey representing all possible combinations of meat cuts, information treatments, and pricing schedules, so that the survey design was fully orthogonal over the entire sample.
Model Estimation
Survey responses were analyzed following Lancaster's (1966) approach to consumer demand, which posits that when presented with product options, consumers will choose the product whose characteristics maximize their utility. Lancaster's theory states that that utility derived from consumption of a product is a function of the attributes of the product,
where z i = a ij q j is the amount of the ith attribute achieved from consumption of the jth product, a ij is the amount of the ith attribute per unit of the jth product, q j is the quantity of the jth good consumed, and U ij is the corresponding utility level derived through that consumption (Gracia & de Magistris, 2008) . Consumers are then assumed to choose the product with the attribute mix that maximizes their utility. In this case, consumers were presented with two products, the differentiated (NevadaGrown grass-fed/natural) meat product (Product B) and the conventionally produced product (Product A). The probability of a consumer choosing the differentiated product is dependent on the probability that the utility derived from consumption of the differentiated product is greater than the utility derived from consumption of the conventional product,
Two logit models were estimated using respondent socio-demographic data, meat purchasing habits, and four variables related to preferences for meat attributes obtained through factor analysis of the original 18 attributes. In the first model, the dependent variable was willingness to purchase the differentiated meat products (with a value of 1 if the respondent was willing to purchase the NevadaGrown grass-fed product, 0 otherwise), while the second model included the same independent variables with willingness to pay a premium as the dependent variable (with a value of 1 if the respondent was willing to pay a premium for the differentiated meat, 0 otherwise). The models were estimated as ε , such that the probability of a "yes" response (i.e., willing to purchase or willing to pay a premium) is
Consumer WTP for each meat type was estimated with WTP for the differentiated meat as the dependent variable and the highest price the respondent was willing to pay as the independent variable, such that The logit analysis incorporated four factors obtained through factor analysis performed on the 18 meat attributes that respondents rated in terms of perceived importance in their meat purchasing decisions. Principal components factor analysis with varimax rotation and Kaiser normalization was used to extract the four factors. Factor loadings and the attributes embodied by each factor are summarized in table 2.
The first factor contained the statements pertaining to natural production, environmentally friendly production, organic production, certified humane production, livestock feed type, and geographical origin of the meat. As these components are all related to production protocols, and are all considered credence attributes, this factor was given the name "CREDENCE." The second factor contained the attributes of taste and flavor, freshness, tenderness, safety assurances, and leanness. As these attributes are all considered experience attributes (elements of a product that can only be detected through consumption), this factor was called "EXPERIENCE." The third factor contained the attributes of marbling of meat, muscle texture, brand name, and cut type, so the factor was given the name "APPEARANCE," as these attributes can all be considered appearance attributes (attributes that can be noted from inspection of the product). The final factor contained two cost attributes (the importance of meat being sold under a sale or promotion and the price of meat) as well as the meat product's packaging and was termed "MARKETING," as these components all relate to marketing techniques.
In addition to the four factors, we included variables "NATURALSTORES," a measure of how often the respondent purchases meat at natural food stores, and "SPECIALTYMEAT," a measure of how often the respondent purchases meat at specialty meat stores (such as butcher shops). Demographic variables included "FEMALE," "EDUCATION," "INCOME," "MARRIED," "KIDS" (children 18 and under in household), "AGE," "WHITE," and "HHSIZE" (household size). Finally, "CHEAPTALK," "AUCTION," and "BOTH" were included to examine the effects of these scripts on respondent WTP. All model variables are summarized in table 2, and the final model was estimated as (7) where d y is the probability of a consumer's willingness to purchase the differentiated meat product (Product B) in the first analysis (d=1), and consumer WTP a premium for the differentiated meat product (Product B) in the second analysis (d=2). The two-model analysis was conducted to provide more detailed information on those consumers' WTP premiums for the Product B option meat products.
Model Results
The results of the two logit models are provided in the appendix: table A1 (willingness to purchase Product B) and table A2 (willingness to pay a premium for Product B). The results show differences in willingness to purchase and WTP a premium between the beef, lamb, and pork products. "CREDENCE," the factor related to differentiated meat production attributes, including both feed type and point of origin, had positive and significant effects on willingness to purchase and WTP a premium for the differentiated steak and ground beef products (12.2 percent and 8.5 percent for steak, 17.7 percent and 7.2 percent for ground beef), but did not have an effect on willingness to purchase or WTP a premium for either leg of lamb or pork chops. This is perhaps due to the prevalence of grass-fed and originlabeled beef products, which are increasingly common in conventional grocery outlets, while similarly produced lamb and pork products are not yet so visible.
Meat "APPEARANCE" attributes had a positive and significant effect on consumer willingness to purchase across all meat types and ranged in effect from increasing the probability of willingness to purchase by 6.5 percent for steak to 8.9 percent for leg of lamb. It was also positive and significant in the WTP a premium stage for New York steak and pork chops at 6.1 percent and 7.9 percent, respectively, indicating that despite the consumer shift in demand towards credence attributes, appearance attributes still play a key role in providing consumers with perceived quality cues. This is a valuable result for producers considering direct marketing who may not have as much experience producing a consistent finished product: not only will the appearance of a meat product affect a consumer's purchase decision; for some products it may also be a deciding factor in whether or not they are willing to pay a premium. Although product experience attributes such as taste, flavor, and freshness were assigned the highest average preference ratings by respondents, "EXPERIENCE" yielded a significant effect only on willingness to purchase the differentiated ground beef (5.6 percent), and had no effect on WTP a premium for any product. This may be an indication that taste and flavor are less important to consumers when it comes to purchasing meat products than credence attributes such as feed type and origin, although both attributes have been found to affect taste and flavor.
"MARKETING" attributes had a negative and significant effect on willingness to purchase the differentiated leg of lamb (6.7 percent), which is not unexpected as the components of this factor were related to price and packaging. It is expected that consumers who place an emphasis on these aspects will be less inclined to purchase a potentially pricier product, and leg of lamb is not widely consumed in the U.S. The result for "SPECIALTYMEAT" (purchasing meat primarily from a specialty meat store) was significant only for New York steak, the most expensive cut of meat included in the survey, and increased the probability of willingness to purchase locally grown, grass-fed New York steak by10.9 percent and WTP a premium by 13.7 percent. Purchasing meats from a natural foods store ("NATURALSTORES") had no significant effects in either stage. Taken together, these results tend to indicate that meat purchasing outlets do matter, but perhaps only for certain cuts.
Annual consumer income ("INCOME") had a positive and significant effect on willingness to purchase all differentiated meat types except pork chops, with the marginal effect ranging from 5.1 percent to 7.8 percent for each US$15,000 increase in household income. Income remained positive and significant for WTP a premium for both New York steak and ground beef.
"EDUCATION" level was negative and significant for ground beef and leg of lamb for consumer willingness to purchase (4.5 percent and 5.5 percent, respectively), but had no effect on consumer WTP a premium. "AGE" was negative and significant for New York steak and ground beef at both stages (negative effect of 4.7 percent to 7.8 percent for an additional 10 years of age), indicating that younger adults were more willing to purchase and pay premiums for differentiated beef products. This result is consistent with previous studies on consumer preferences for grass-fed beef (Umberger et al., 2009) , which demonstrate the reluctance of older adults to incorporate new foods into their diet (Pollak, 1970) .
"WHITE" had positive and significant effects on consumer WTP a premium for the differentiated steak, lamb, and pork products, but had no effect on consumer willingness to purchase any of the products, which may be related the lack of ethnic diversity in the sample (81 percent of respondents identified themselves as White). The presence of children in the household ("KIDS") had a positive and significant effect on consumer willingness to purchase the differentiated leg of lamb and pork chop products, with marginal effects of 32 percent and 21 percent, respectively, and WTP a premium for the lamb product. This is consistent with previous literature, which finds that the presence of children in the household leads to increased consumer WTP for differentiated products, such as organic and local foods (Batte, Hooker, Haab, & Beaverson, 2006; Yue & Tong, 2009) .
Household size had a significant negative effect for pork chops (12.6 percent) in the first stage and leg of lamb at both stages, indicating that two additional household members would decrease the probability of purchasing and paying a premium for the state-labeled, grass-fed lamb by 23.9 percent and 28.8 percent, respectively. Xue et al. (2010) had a similar result for grass-fed beef, which was not the case here. This outcome is likely related to the fact that having children in the household was a discrete 0/1 variable, only capturing whether or not the respondent had children in the household as opposed to the number of children. Small families with children may be more willing and able to purchase and pay a premium for differentiated products while larger families with or without children may be constrained.
The survey treatment "BOTH" that incorporated both the cheap talk and the auction script, as well as the treatment with the cheap talk script only, "CHEAPTALK," had a negative and significant effect on willingness to purchase differentiated ground beef (17.4 percent and 17.7 percent), but no effects on consumer WTP a premium across meat types. The "AUCTION"-only script increased the probability of WTP a premium for ground beef by 12.3 percent and for lamb decreased the probability of purchase by 14.6 percent. These results demonstrate a lack of uniformity in the effects of these measures to reduce hypothetical bias.
WTP Estimation Results
Mean WTP for each differentiated meat product is given in table 3 for the entire sample, as well as for those respondents only WTP a premium for the product. For New York steak, mean WTP was US$7.96/lb., or a premium of 33 percent relative to the offered base price of US$6.00/lb. Sixty-five percent of the respondents were willing to pay more than US$6.00 per pound for the New York steak, and their WTP on average was US$8.38/lb., or a 40 percent premium over the base price. For differentiated ground beef, average WTP over all respondents was estimated as US$2.42, a 21 percent premium over the base price of US$2.00/lb. and a considerable premium for an inferior meat cut. The magnitude of this premium may be related to the lower starting value, as was suspected by Loureiro and Umberger (2003) when comparing WTP premium amounts for COOL-labeled hamburger and steak. In total, 73 percent of respondents were willing to pay a premium for the ground beef, while 85 percent were willing to pay at least the base price of US$2.00/lb. Pork chops, the most widely consumed cut of pork, had a mean WTP of US$3.42, a 14 percent premium over the base price of US$3.00/lb. Seventy percent of respondents were willing to pay a premium over the base price.
While the average WTP for leg of lamb over all respondents was US$4.81, a 4 percent discount from the base price, WTP among those respondents who were willing to pay a premium was US$5.54, a premium of 11 percent. Fifty-two percent of respondents were willing to pay a premium for the grass-fed lamb product, while 61 percent were willing to pay at least the base price.
The relatively lower percentages of persons willing to pay at least the baseline amount may be reflecting preferences for lamb meat, which is not consumed as widely in the U.S. as in other countries.
Discussion and Conclusions
Overall, the study results indicate a definite market for state origin-labeled differentiated pork and lamb products, especially among higher income, married Whites with one or two children. Results show price premiums ranging from 11 to 15 percent for local lamb and pork products (and 22 to 40 percent for local grass-fed beef products). However, the perceived importance of credence characteristics (such as production methods, labels, etc.) had little impact on purchase propensity for pork and lamb products in our sample. Credence characteristics did have positive and significant effect for the differentiated New York steak and ground beef products. This may be an indication that consumers are more influenced or aware of production protocols in beef products, and perhaps less aware or less concerned with conventional production methods for pork and lamb. For all meats, appearance attributes had a positive and significant effect on willingness to purchase the differentiated product and WTP for the pork and steak product. This confirms the overall importance of the quality cues consumers receive from the products' visual appearance. Marketing and experience attributes had little impact on either willingness to purchase or WTP, indicating that appearance or credence attributes may be more Our results show that demographics continue to play a role in consumer preferences for differentiated products. Demographic effects were similar in both stages of the analysis, with a couple of exceptions. The most notable was ethnicity, which was significant only in the WTP a premium model. Demographic effects were more significant for the lamb product, while younger adults and higherincome effects were more prevalent for the two beef products. These results show that targeting specific consumers may be especially important for uncommon products, such as lamb, where consumers have less consumption history. Also, providing information on the health benefits of specialized production methods (natural, organic, grass-fed) may appeal to the growing senior population in the United States.
The WTP estimates differed across the meat products under examination. While mean WTP over all respondents represented a significant premium for the differentiated steak, ground beef, and pork chops, the entire sample was willing to accept a slight discount for the differentiated leg of lamb product. As leg of lamb is already a higherpriced product, consumers may not find as much additional value in a differentiated product. However, at least two-thirds of the respondents were willing to pay the prevailing conventional product price for the differentiated lamb product.
Finally, the effect of survey design on measuring willingness to purchase and WTP is noted. The auction script had a significant negative marginal effect on willingness to purchase lamb, and the "BOTH" treatment (both the auction script and the cheap talk script) had a significant negative effect on ground beef, which was the expected result. By contrast, the auction script had a significant positive effect on WTP a premium for ground beef. Hence, the effects of the cheap talk, auction, and both cheap talk and auction treatments were not uniform across respondents. However, there were several other survey design features present, including the prices respondents received, as well as the order in which both prices and products were presented. It is possible that including only the script treatments, as we have done in this study, does not capture the full effects of the survey design.
This study sheds light on consumer preferences for multiple state origin-labeled differentiated meat products in the western United States. However, due to nonhomogeneous attitudes and knowledge of alternative livestock production methods, as well as differences in ethnic background, consumer preferences will likely differ across regions. Further research clarifying differences across regions and through time would provide more specific information on the potential risks and returns to livestock producers involved in producing and marketing differentiated meat products. Although consumer perceptions of product experience attributes, such as taste and flavor, were not significant in this study, the inclusion of sensory analysis in future studies to link actual consumption experience with WTP estimates may provide additional validity to these results. 
